Introduction

Problem statement
The rationale of this study was to determine whether generations such as Veterans, Baby Boomers, Generation X and Generation Y, prefer specific reward schemes, in line with their beliefs, values, needs, drivers and world views. Generations refer to categories of people, who are grouped together as a result of certain events, which had a major impact on their lives, such as World War ll or 9/11 in New York or the first democratic election in South Africa in 1994. The aforementioned generations form the bulk of the South African and other world economies at the moment. Theory states that generations will differ in their reward preferences.
Recent research (Giancola, 2008) , reports no correlation between reward preference and generations in the USA. However, Van Rooy (2010) found that in the South African financial sector different generations valued rewards differently. It would appear that an inconsistency exists between generation theory and research.
Background to the study
Giving employees choices regarding their remuneration packages has become a topical issue in South African organisations (Bussin, 2003) . This is in terms of rewards to ensure performance, job satisfaction and retention of the best people with critical skills to make the company successful. Companies want high performing individuals and employees want to be rewarded in line with performance, value add and personal choices.
In an ever-changing, fast moving world, where the only real differentiator in business lies in people's competence, it is of the utmost importance to win the talent war to attract, develop, motivate and retain the best people in the industry (Chiang & Birtch, 2005; Mohlala, 2011) . One way of doing this is to design reward strategies to suit individual choice. This research was exploratory and the primary research objective was to determine whether there are any reward preferences amongst generations in the Information and Communication Technology (ICT) sector.
Research by Chiang and Birtch (2005) suggests that reward systems in a high technology environment may be different to other sectors. Mohlala (2011) points out that the Information Technology (IT) skills talent pool is shrinking as a result of increasing demands for IT professionals, and rapidly developing technology across industries. This is especially true in a competitive environment where products are quickly copied, and a difficult business climate, fierce rivalry and globalisation prevail (Chiang & Birtch, 2005) .
Trends from research literature
The concept of personal differences and personal choice is not new in the remuneration and reward sphere. For example MacGrain Herkenhoff (2002) investigated the role of culture in reward preferences; and Nienaber and Bussin (2009) analysed reward preferences from a personality perspective.
Research objectives
There are conflicting views as to whether employees in the various generations would prefer different rewards. Articles and non-academic books generally go to great lengths explaining the differences between the generations and emphasising that they want different things. Very little empirical research has been carried out to show whether or not this is the case. The objective of this research was to determine whether generations within the ICT sector have different reward preferences. The results are intended to assist companies with their remuneration designs and offerings.
Value add of this research
This research has added insight and value to the area of reward preferences for generations in the ICT sector. It has become clear that money matters to all generations, as it was ranked either first or second by all four generations. Should this reward cocktail be mixed in line with the likes and dislikes of individuals, ICT companies may experience a higher retention rate of knowledge workers, which could result in better customer services and increased profits.
As mentioned above, the ICT sector faces challenges of scarce skills. Staff mobility between companies occurs when better career prospects and higher salaries are offered. Continuous up-skilling of staff and the provision of career trajectories are critical to retain staff members. Being able to match the reward structure to the preferences of staff is a key talent retention strategy (Mohlala, 2011) . Staff turnover becomes a recurring, costly cycle and the root problem is often not determined. It is not unusual in organisations, according to a P-E Corporate Survey (September, 2010) , to have an average annual staff turnover for 22% of ICT staff and 8.5% for general staff.
This research argues that a meaningful way to determine staff members' aspirations is to talk to the individuals' on a regular basis and to build solid and credible relationships.
The next sections set out a review of the literature, research design, findings and discussion including recommendations and implications of the study.
Synthesis and critical evaluation of the literature
Conceptual definitions of key concepts
This research uses the definition of reward as including pay, benefits, learning and development and the work environment (Bussin, 2002a) . Generations are defined as categories of people who are grouped in line with major events in their lifetime as per Table 1 for South Africa. Table 1 indicates how generations are categorised by identifying different dates as periods. These periods are linked to key events, which had a major impact on the generations. These dates or periods are similar, but not exactly the same in all countries, as different events influenced different countries' generations (Codrington & Grant-Marshall, 2004 ).
Literature review
Reward preference research MacGrain Herkenhoff (2000) argues that national cultural differences should be considered when improving the effectiveness of reward systems. Previous international studies have indicated that reward preferences are influenced by culture (MacGrain Herkenhoff, 2000) and demographic variables (Corporate Leadership Council, 2002) . Further, significant gaps have been found between what employees report as their top reasons for joining and leaving organisations and what employers think these reasons are (Ellis, 2009) . It is for this reason that research into the characteristics and preferences of employees is essential when developing a reward strategy. Nienaber and Bussin (2009) found that total rewards models structured according to individual preferences, positively influence efforts to attract, retain and motivate key Page 2 of 9 1900 -1923 1900 -1918 1900 -1925 1900 -1920 Veterans 1924 -1942 1919 -1945 1926 -1945 1921 -1940 Boomers 1943 -1962 1946 -1965 1946 -1965 1941 -1960 Generation X 1963 -1983 1966 -1984 1966 -1985 1961 -1980 Generation Y 1984 ‡ 1985 ‡ 1986 ‡ 1981 employees. Yet, this is seldom carried out. Structuring total rewards models according to the preferences of employee segments is a viable alternative to accommodating individual preferences. Nienaber and Bussin's (2009) study focussed on the relationship between personality types, personality preferences, temperaments, demographic variables and reward preferences to enhance understanding of reward preferences for different segments. Their main findings indicated statistically significant differences in respect of the reward preferences of people in different segments and they concluded that management can more effectively structure reward models according to these preferences without increasing overall costs (Nienaber & Bussin, 2009 ).
Typically, generic reward schemes are implemented in companies according to job grading systems to pay employees in the workplace (Bussin, 2002b) . Reward preferences in line with specific generation requirements have not been widely considered. According to Karp, Fuller and Sirias (2002) policies are often created by Baby Boomers and the needs of Generation X and Generation Y are not always catered for. This in return generates a gap between the reward system and the expectations of employees.
The rationale behind the present study was to obtain a better understanding of the reward preferences of Veterans, Baby Boomers, Generation X and Generation Y in the ICT sector. This is useful for the way rewards are structured and implemented. To date, research has mostly focused on remuneration and rewards per job categories and levels within the organisation and has not taken into account factors such as generation.
Generations
The generations identified for the twentieth century are the GI or Hero Generation, Veterans, Baby Boomers, Generation X and Generation Y. Shelton and Shelton (2005) , Lammiman and Syrett (2004) and Codrington and Grant-Marshall (2004) , classified the differences amongst the generations. The generation gaps are resultant of cohorts or defining moments in people's lives and history. Some defining moments for each generation, are highlighted in Table 2 .
This table illustrates the differences amongst the generations and how views and attitudes have changed between the Veterans and the Generation Y in most aspects of life. Technology, for example, enabled the generations to communicate globally at the push of a button, whereas in the 1920s it took weeks to send a letter to another country.
If reward preference is based on some combination of values, motivations and preferences (Chiang & Birtch, 2005) , and generational theory states that generations differ in their attitudes, then it may be the case that generational differences will affect reward preferences.
Reward systems
People work to be rewarded and to obtain work satisfaction. Different people will require different 'formulas' in which they want to be rewarded for work completed. This research The work environment is not always considered as part of the reward strategy of a company. Technology and work relations are important aspects of the work environment. Wilson (1999) discussed the importance of the company culture, leadership, strategy and the impact thereof on the reward strategy. It is imperative for the company to provide performance support and constructive feedback to employees in order to adjust and grow, resulting in increased productivity and profitability (Milkovich & Newman, 2005) .
All companies have access to the four categories of rewards, but success lies in how these aspects are mixed and matched to address the employees' preferences. Milkovich and Newman (2005) developed a reward system model where the components are clearly stipulated as shown in Figure 2 .
This model echoes the model that is used by Bussin (2002a) . It is indicative of the fact that reward systems are multi-faceted and that no simple, single solution exists. From a practical viewpoint, the challenge is to manage the model in line with the requirements and expectations of the generations and to maintain a fair and equitable reward system, aligned to the company's strategic objectives.
Although reward models have broad strokes of similarity at a strategic level, an indicator of a successful reward system is the way in which it is deployed. For the purpose of this study, the Total Reward Mix model was used to facilitate the research as it was based on a South African context.
Research on generations and rewards
Very little research has been carried out on the relationship between generations and rewards. The research that has been performed has not found clear-cut results. For instance, Giancola (2008) found that there is a greater importance of life stage over generation profiles in understanding employee needs. He also emphasised that all people are primarily concerned about their job, career and compensation, no matter what the generation and therefore concludes that reward preferences are determined by lifecycle rather than by generations.
Giancola (2006) has expressed his concern that the generation gap has been overstated by theorists and that the generation theory has major gaps. His research found that in terms of rewards, Baby Boomers are more interested in retirement planning and Generation Y prefers career development. He contends that these differences are linked to life stage rather than to generation preferences.
Employee disposition
Different people have different reward preferences based on their personal disposition. The research of Cable and Judge (1994) suggests that this has more to do with individual personality traits than with generation theory.
In a study conducted by Chiu, Luk and Tang (2002) , it was suggested that reward preferences are more a function of economics, and are related to geography and culture. It was further contended that: The meaning of money is 'in the eye of the beholder' and can be perceived as their 'frame of reference' in which they examine their everyday lives. On the one hand, it is possible to simply pay higher wages and lower benefits to satisfy employees' needs. On the other hand, some benefits are quite important to employees. The same benefit does not suit every worker. Workers do differ in their valuation of various benefits. Thus, a cafeteria plan, for example, which gives a worker more flexibility in benefit choices, can provide the most value to the worker for a given amount of expenditure. Researchers and managers of human resources and compensation need to identify the most important compensation components and satisfy employees ' needs. (p. 403) A framework of reward preferences and different generations has been established. The next sections set out the research design, results and discussion.
Component of reward system Description
Research design Research approach
This research made use of a quantitative, cross-sectional, correlational design. A new questionnaire was developed and was forwarded via electronic mail to the Human Resources divisions of two ICT companies, based in Johannesburg. The contact people in the Human Resources divisions were asked to distribute the questionnaire to a stratified sample of staff. Thus primary data was used for the analysis.
Research method Research participants
The staff complement for both companies combined is 4450. The strata were proportionate by job level with every third person receiving a questionnaire. A total of 165 responses were received from the participants. This represents a response rate of 11%. The respondents representing the various companies in the survey are reflected in Table 3 .
The level of the participants' current positions is captured in Table 5 . The participants were mainly general staff and supervisors, White and male. Generation X and Baby Boomers were the two largest groups.
The valid percentage calculated took the dropout rate into account (Gourard, 2004) . After cleaning the data, there were 164 usable responses.
Measuring instruments
A structured questionnaire was designed to gather the data on the reward preferences of the participants. The questionnaire consisted of closed-ended and ranking questions to gather the information. A combination of questions was used. Firstly, a 5-point Likert Scale was used, ranging from strongly agree to strongly disagree and secondly to correlate the views, it was combined with ranking questions.
Generations: The generations were categorised as follows:
• Veterans • Boomers (1941) (1942) (1943) (1944) (1945) (1946) (1947) (1948) (1949) (1950) (1951) (1952) (1953) (1954) (1955) (1956) (1957) (1958) (1959) (1960) • Generation X (1961) (1962) (1963) (1964) (1965) (1966) (1967) (1968) (1969) (1970) (1971) (1972) (1973) (1974) (1975) (1976) (1977) (1978) (1979) (1980) • Generation Y (1981) (1982) (1983) (1984) (1985) (1986) (1987) (1988) (1989) (1990) (1991) (1992) (1993) (1994) (1995) (1996) (1997) (1998) (1999) (2000) .
The limitation of this theoretical categorisation is acknowledged. It is, however, based on current literature, and needs to be validated in the South African context.
Reward:
The questionnaire was divided into four categories of rewards.
Pay:
• base salary • variable pay (commissions, incentives, bonuses, profit share, overtime, special assignment pay, standby allowance) • recognition (status, prominence as a result of work status, work valued in society, awards, letters, complements, trophies, personalised items, hobbies) • long-term incentives (deferred pay, shares schemes).
Benefits:
• health (medical aid, life insurance, on-site health care, HIV and/or Aids awareness and training, EAP, wellness programme, 24 hour hotline) • retirement (provident fund, financial advice) • savings (company contributions to provident fund) • time-off (leave such as annual, sick, maternity or paternity, compassionate, family responsibility, community and charity, in lieu of overtime) • perks (uniform allowance, travel, company arrangements with financial institutes, concierge services, crèches, canteens, security, petrol cards, cell phone allowances). Learning and development:
• career development (experience different things, challenges, promotion) • performance management (feedback, right amount and complexity of work) • succession plan (change to get ahead) • training (knowledge, skills improvement, projects, experiential learning, formal development plans).
Work environment:
• organisational climate (friendly, secure, flexi-time, flexiplace, part-time, fun, peer and management relations, technology, 24/7 lifestyle, email, internet, shopping, global community, travel) • leadership (ability to influence and inspire, values, participation) • performance support (create a learning environment to support and enhance performance) • work or life balance (work, personal, family, friends, hobbies and community).
Once completed, the Human Resources departments forwarded the electronic submissions to the researcher. The completed questionnaires were then forwarded to the Statistical Consultation Service at the University of Johannesburg for data capture and analysis.
Research procedure
The questionnaire was developed from the literature review and then piloted with 12 work colleagues and remuneration experts. Appropriate suggestions were taken into account and the questionnaire was amended accordingly. Human Resources representatives from two organisations were approached and asked if they would distribute the electronic questionnaire to a stratified sample of 1500 employees in their organisations. The questionnaire was then emailed to the selected employees, with a return date and address of the Human Resources representative. The completed questionnaires could be delivered anonymously, faxed or emailed to the Human Resources representative, who collated the responses for the researcher. Once the cut-off date had passed, the researcher collected the completed questionnaires from the Human Resources representatives.
Statistical analysis
In the research, the relationship between the Independent Variable (Generations) and the Dependent Variable (Rewards) was clarified. To determine the reward preferences of the generations, the Kruskal-Wallis Test was applied to determine the mean descriptives of each category related to the different generations.
Results
The specific aspects explored in this study were to determine if generations prefer different rewards or not. A synopsis of the biographical data is reflected in Table 3 in the previous section.
The item inter-correlation was subjected to a KMO and a Bartlett's test and was 0.761, which is higher than 0.7, making the matrix suitable for being factor analysed. Two factor analytic methods were used to determine the four factors, which are used in the research. Firstly, the extraction method was the Principal Axis Factoring and secondly, Varimax with Kaizer Normalisation was used as a rotation method. It was determined that the Cronbach alpha was 0.821 and therefore the scale was reliable. Table 4 reflects the outcome of the responses on a 5-point scale, which has been reduced to a 3-point scale for ease of reference. The categories of 'Not important at all' and 'Unimportant' were combined and were named 'Unimportant' in Table 6 . The 'Important' category is a combination of 'Important' and 'Extremely important' categories.
During the analysis, five Eigen values (5.239; 2.148; 1.520; 1.333 and 1.055) were identified, which accounted for 66.4% of the variance. To compare the empirical research with the theory, a four factor analysis was forced. The outcome is reflected in Table 5 . The communalities of the variables are determined for the first number of factors. This procedure is repeated until the sum does not change (Gorsuch, 1983) . The Rotated Factor Matrix is displayed in Table 5 , which displays the different item loadings on the four postulated factors.
The categories as per the literature research, versus the outcome of the empirical research, are reflected in Table 6 . The literature research has four categories, namely pay, benefits, learning and development and work environment. During the empirical research, the sub-elements did not correlate completely to the literature research. The four categories in the empirical research were labelled Total Cost to Company (TCTC), over and above TCTC, career and work atmosphere.
Although the two clusters of categories are different, the outcome of the research still provides natural groupings of different categories or rewards, specific to the ICT industry.
To determine the reward preferences of the generations the mean descriptive for each category is ranked per generations in Table 7 .
In this section, statistical analyses were completed on the data to determine whether a relationship exists between the theory and the findings of the research. The Kruskal Wallis Test was used to test normality. None of the four categories was normally distributed. The Kruskal-Wallis Test identified a significant difference between Generation X and Baby Boomers with their views around the category of career, H(2, N = 93) = 11.816, p < 0.008. No significant differences were found based on TCTC package, over and above package or the company's working atmosphere amongst the generations.
The Mann-Whitney U-test revealed that Generation X (n = 43) will focus more on career than Baby Boomers (n = 50), z = -3.364, p = 0.05/6 = 0.0083. From the summary in Table 7 , it is clear from the research that the generations prefer TCTC to the over and above TCTC rewards.
Ethical considerations Potential benefits and hazards
This research study posed no material hazard to any of the respondents. Although participants may benefit from an enriched theoretical understanding of the relationship between generations and reward strategies, there were no direct benefits associated with participation in the study.
Recruitment procedures
The stratified sample was randomly selected and no participants were singled-out or pre-selected. Participation was voluntary and there was no obligation to complete the questionnaires.
Data protection
All questionnaires were anonymous and no information can be linked back to individual participants. The confidentiality of the data was maintained throughout the study.
Trustworthiness Reliability
The internal reliability of the questionnaire was measured and a Cronbach's alpha of 0.821 indicates that the research instrument was reliable.
Validity
The reward labels assigned to the factor analysis are substantially similar to the reward models currently in use by the market today. This allowed some stability in the reward model relative to the literature and allowed the present research to focus on generation preferences.
Discussion
Outline of the results
The findings of the research indicate that there is no direct relationship between reward preferences and generations in the ICT industry. This finding supports the research of Giancola (2008) , who states that different generations do not prefer different rewards. All the generations rated TCTC (salary, health care, retirement benefits and share options) as the most important aspect of rewards, except for the Baby Boomers, who rated it in the second position. This finding supports work carried out by Medcof and Rumpel (2007) who found that pay and then benefits were preferred rewards.
The lowest rated aspect of rewards for all the generations that participated was over and above TCTC (perks, savings and variable pay). It is clear from the research that the older the participant, the lower the rating of the career (career development, performance management, performance support, recognition, succession planning, time off, training) aspect of rewards. Both Generations X and Y ranked career as second on their list of reward importance, whereas it slipped into third position for the Baby Boomers and in last position for the Veterans. The career aspect of reward is the only category that shows a significant difference (of 0.008 Kruskal-Wallis Non Para Metric, and 0.0083 as per the Mann-Whitney U-test, which are both smaller than 0.05). This significant difference may be subscribed to the lifecycle element as discussed by Giancola (2008) . The rating of company atmosphere (leadership style, organisational climate and work and life integration) seems to vary amongst the generations. Interestingly, the Baby Boomers ranked the company's working atmosphere higher than TCTC.
It seems that the only way to determine staff members' aspirations is to talk to the individuals on a regular basis and to build solid and credible relationships. This is supported by research by Towers Perrin (2007), which resulted in the label 'my-pay-my-way'. This concept refers to employers asking employees specifically what their reward preferences are. This needs to be carried out within certain parameters and the benefit should outweigh the cost.
Limitations of this research
The following aspects are considered limitations to this study:
• Only two ICT companies participated in the survey, which may not be representative of the industry as a result of the core business focuses. • Surveys were self-administered, and relied on a volunteer sample.
• The research design was cross-sectional, and is not able to follow participants over time.
• The generation categories used come from global events and may not be 100% applicable to South Africa.
Future research
As a result of this study, the following research is suggested in this field:
• This study could be completed in a different industry to determine whether generations in different industries prefer different rewards.
• It is recommended that research is completed focusing on gender and race, to develop an even better reward model in the South African context. • To measure the impact of a generation's customised reward strategy on staff retention and customer satisfaction, as well as the impact on the bottom line.
• To determine whether rewards are linked to the individual's career life cycle.
• To determine the reason(s) why Baby Boomers ranked
Company's Work Atmosphere as the most important aspect of rewards.
Recommendations and implications
The findings have resolved the speculation that different generations prefer different rewards. Organisations have spent many hours researching and debating whether or not to tailor make their reward preferences by generation. The main recommendation is that organisations need not spend those hours or money in debate, but rather take the unit of analysis one level down to the individual employee.
The implication for management is that generation theory does not have a bearing on reward preferences, at least not in the ICT industry. Dissecting and tailor-making the reward strategy should not necessarily be performed according to generation theory, but should rather to be in touch with individual preferences. The trade-off from an organisation's point of view is whether the administrative burden associated with this flexibility is worth it. The implication for organisations is that they need to do their own cost-benefit analysis to determine how much reward flexibility they need to offer.
Conclusion
Rewards for generations in the ICT industry is a relatively new concept. This is the first known empirical study of its kind in South Africa. The primary purpose of this study was to determine whether reward preferences exist by generation in the ICT industry. The research was completed through a quantitative, structured survey by means of an electronic survey in two ICT companies. One hundred and sixty four valid responses were received. The trends reflected in this research mirror the research in the USA, where it is claimed that reward preferences are linked to lifecycle rather than generations.
The final conclusion is that although rewards are not linked to generations in the ICT industry, it is clear that one size does not fit all and companies need to be sensitive and provide employees with flexible rewards options.
